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FOREWORD
1. PURPCSE

NAVMC 2770, Food and Hospitality Marketing Guide, provides
food and hospitality managers with information on marketing and
program pl anning. The marketing process, which has been used
successfully by both commercial industry and non-profit
organi zations, can hel p ensure patron acceptance of our Morale,
Wel fare and Recreation (MAR) activities and services.
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3. | NFORVATI ON

a. This NAVMC provides technical information on the
pl anni ng and narketing process for food and hospitality
activities, and shows how anal ysis can hel p nanagenent enrich the
qual ity of prograns.

b. This NAVMC shoul d be used by both food and hospitality
and marketing personnel for designing and inpl enenting prograns.
Mar keting of the food and hospitality programis the
responsibility of both the food and hospitality and the narketing
staffs. These two branches should work together to coordinate
and conpl enent the overall MAR program
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| NTRODUCTI ON

Mari ne Corps food and hospitality activities are changing. The |oss of
appropriated funds, the phase-out of military club managers, and a variety of
operational problens have inpacted the profitability of Marine Corps food and
hospitality activities. Conbined with today’s conpetitive market and

envi ronnent, change and nore businessli ke practices are necessary for food and
hospitality activities to remain profit generators. This change, however, is our
opportunity to inprove the activities and our Marinesquality of life.

One effective way to becone nore businesslike is to practice the narketing

di scipline. This Food and Hospitality Marketing Guide is a "howto" guide to
mar ket i ng, devel oped especially for food and hospitality managers. An overvi ew
of marketing is provided, as are fill-in-the-blank forns for a marketing plan to
hel p nanagers develop a plan tailored specifically to their activity. Upon
conpl etion, managers will have a clear, concise picture of their business, and a
detailed plan of action to help increase activity profitability.
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CHAPTER 1: MARKETI NG OVERVI EW

What is Marketing? Marketing is every kind of contact an activity has with
potential patrons which brings theminto an activity, satisfies them and keeps
them Marketing is an on-going, patron-driven process that requires determning
patron needs and desires and then delivering prograns and/or services to neet

t hose needs and desires.

The 4 P's of Marketing

To provide your patrons with the product or programthey desire, you nust
consider the marketing mx, or the four "P' s" which are the basic functions of
mar keti ng --product, price, place, and pronotion.

PRCDUCT

A product may be defined as a thing produced by an action,

operation, or labor; a result. A product should include a set of

i ntangi bl e, psychol ogical attributes as well as the tangi ble end
product. Sone exanples of intangible attributes are convenience,

taste, and satisfaction to the custoner. Your goal should be to offer
the product that gives your custoners their desired product attributes
and | evel of quality.

PRI CE

Price is the val ue assigned to sonething bought, sold, or offered for
sal e. The val ue nust include the way a nmarket responds to price.

To determine the best price, you can rely on one or both of these
two nmet hods: cost-plus and/or demand-oriented.

The cost-plus nethod requires a know edge of various types of

costs: fixed costs, variable costs, and total costs. The denmand-

ori ented nethod requires know edge of this data and know edge of
what your market is willing to pay for your product. You assign the
price at which your custoners will purchase your product.

1-1
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PLACE

Pl ace, in marketing terns, enconpasses distribution channels and the
nmet hod used to distribute your product. You nust distribute (sell)
your product in the areas where there is demand for it. Your product
shoul d al so be available when it is desired. An exanple of "place" is
distributing hanmburgers in a restaurant and not in a departnent store.

PROMOT| ON

You can conduct a great narket analysis, devel op the best product,
and set the right price; but if custoners are not aware of your
product, all your efforts are in vain. Pronotion is the process of
inform ng custonmers of availability and convincing themto buy. To
state this nore sinply -- pronotion is telling and selling.

Mar keti ng Functi ons

Food and Hospitality nanagers nust becone nore scientific and

busi nesslike in their nmethods to neet the objectives of satisfying patron’s
needs and profitability. Practicing the functions of nmarketing will help
reach these objectives.

The functions of marketing, which will be addressed separately throughout this
NAVMC, i ncl ude:

e Marketing Research, the primary tool for deternmning the true needs and
desires of patrons.

e Pronotion, for communicating to patrons, which includes adverti sing,
public relations, publicity, and selling.

 Marketing Pl anning, provides a |ogical, business-based sense of direction
for your activity.

Food and hospitality nmanagers nust realize that patrons have nunerous options
available to themduring their disposable tine, and MAR is in conpetition for that

1-2
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time. In other words, the base restaurant is in conpetition with nore than
ot her off-base restaurants. The marketing process provi des management wth

speci fic information about the patron and non-patron. It is the
informati on that all ows managenent to target specific groups towards
speci fic prograns.

The marketing process provides the data for planning program objectives;
i.e., hours of operation, nunber of enployees, types of equi pnent needed,
patron |ikes and dislikes, etc. Above all, by using marketing principles,
managenent can pronote the benefits of patronizing the activity. Wen the
patron needs correlate with benefits and the perceived val ue of
participation, the potential for increased usage exists.

1-3
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CHAPTER 2: MARKETI NG RESEARCH

Managers can no | onger just open the doors to a facility and expect
patrons to flock in. Numerous surveys have repeatedly identified that it
is not unusual for our MAR patrons to willingly pay nore for an of f-base
service or activity, even when the sane service is offered on base.

Historically, a major problemfor MAR is that progranm ng has often been a
managenent decision. That is, nmanagenent decides what activities to

of fer, hours of operation, etc., instead of basing program decisions on
the wants and needs of the patron. A good exanple is the selection of
entertai nnent or type of nusic offered in the club. |In many instances
"sonmeone" in MAR will nmake the decision to offer whatever their preference
is, without any input frompatrons. At showinme, the club is only half
full and the organi zers cannot understand why. Formal surveys or i nformnal
guestionnaires, in addition to analysis of past usage data, may have

poi nted out that the najority of patrons wanted rock n’ rol

i nstead of Rap. Unfortunately, this type of planning and anal ysis was not
used when nmanagenent sel ected the band or D.J. Although the band may be
excellent, if it is not what the patrons want, the perfornance nmay be
cancel ed for lack of interest.

Mar ket research will help identify your patron’s needs and desires.
Research nethods include questionnaires, formal surveys, participant
comment cards, focus groups, and informal observation. Once the decision
is made to conduct research, the first step is to deternine exactly what
type of information is needed. Sanple question areas are:

« Who are the current users of the facility? (i.e., rank, gender
live on or off base, household size, incone)

« When do the majority of the patrons use a specific facility?
(whi ch day of the week and what tine of day)

« What types of programs do the nmajority of patrons desire?
(active or passive)
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« Wiy does the patron participate? (benefits of program

« What are the users’ attitudes toward programi ng? (satisfied
versus unsati sfied)

Research Met hods

There are nunerous nethods avail abl e to managenent for conducting

mar keti ng research. Sone of the nethods are ongoi ng processes while
others are for a specific length of tinme. The nore familiar techniques
i ncl ude:

Asking: Patrons and potential patrons should routinely be asked
about their |ikes, dislikes, desires, and needs concerning the food
and hospitality program MAR personnel should seek infornmation
form both users and non-users. Many civilian-sector restaurants,
clubs, and hotels nake calls to their patrons to find out their
feelings about services offered.

bserving: The enpl oyees and activity manager shoul d observe
patrons. Cbservation can provide nmany clues about |evels of
sati sfaction and usage.

Suggesti on Boxes: The suggestion box is a useful and effective
managenment tool if used correctly. The boxes should be located in
high traffic areas, nust be well nmintained, and have paper and
pencils available. To further elicit patron participation, patron
comrents shoul d be acted upon and the action publicized.

After-Action Reports: Evaluating after-action reports received
fromactivity and program rmanagers can be hel pful for planning
future activities. By preparing in-depth reports, m stakes can be
avoi ded and new personnel will not have to reinvent the wheel each
time a programis offered. Historically, after-action reports have
hel ped in assessing trends and predicting future programr ng needs.

Questionnaires: There are two types of questionnaires, inforna
and formal, that can elicit vital information from patrons.

2-2
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I nformal Questionnaires: These surveys can be acconplished on
the spot (intercept interviews) and do not utilize the
scientific method. Informal questionnaires should be kept as
short as possible (under 10 questions) and are neant to be given
to patrons while they are participating in an activity or
shortly thereafter. They should not cause the patron any

i nconveni ence.

Al t hough an informal questionnaire does not provide scientific
data, it does provide information about the patron’s attitude
towards the program Furthernore, if this survey is acconplished
"on the spot” the information gained fromthe patron is tinmely
and accurate because the experience is still vivid in the
patron’s mnd. Specific trends are also easily noted if the
information is anal yzed i medi ately.

Question Styles
There are two styles of questions that can be utilized in the
i nformal questionnaire, open ended and cl osed ended. Open ended
questions allow the respondent to wite a conplete response to a
question. The problens associated with this type of
question are:
e The response may be difficult to read.

e The responses can be very subjective and nmay not really
address the question.

e The responses can be tinme consunming to read and anal yze.
Exanpl es of open ended questions are:
e« How did you learn of this activity?

e How can this activity be inproved?

2-3
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Cl osed ended questions limt the answer of the respondent. The
sel ection of available answers addresses only those areas in
whi ch nmanagenent is interested in gathering information. The
answers are nore objective and do not require el aborate
interpretation. C osed ended questions are also nore easily
cross-tabulated to other information gathered in the

questi onnaire.

Exanpl es of cl osed ended questions are:

* How did you | earn about {this activity}?
__ base paper ___ flyer ___ friend ___ word-of-nouth
__ other

* How can we inprove?
__different hours ___ better menu choices ___ trained
enpl oyees __ better facility ot her

Formal Questionnaires: These surveys use the scientific nethod
for gathering data. This type of survey is nore involved and
longer in length allowing for cross-tabul ation and conpari son
of answers.

Li ke the informal questionnaire, the formal survey

questi onnai re nust have a specific purpose and provide
information relating to that purpose. Wen establishing
identifiers, such as rank and sex, the secret is to keep it as
sinple as possible -- especially if the tabulation of responses
is done manually. C osed ended questions should be

utilized in a formal questionnaire.

Exanpl es of cl osed ended questions establishing identifiers:

e Are you:
_male __ female

e Your rank is:

__E1 - E3 __ W
__EA - EBE5 0O - a3
E6 - E9 4 - 410
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e Do you reside?
__of f base ___on base

An exanpl e of a Food and Hospitality Survey follows. This is a
sanple only and not to be used unless first tailored to your
speci fic research objective.

Food and Hospitality Survey

Your MAR Food and Hospitality branch wants to better
serve you. Please tell us about your food and beverage
pref erences and gi ve your opinion about the base restaurant,
snackbars, and clubs. Your input is appreciated and your
answers are confidential.

Pl ease tell us about yourself.

Gender: Marital Status:
____ Male ____ Femrale Marri ed
_____ Si ngl e
St at us: Branch of Servi ce:
__ Active duty Mari ne Cor ps
__ Retitred Navy
_ Family menber O her

::_ Civilian enpl oyee

Pay grade or civilian equivalent: (self or sponsor)

__E1 - E3 Wil - owod
__E4 - E5 0oL - o8
 E6-E9 o4 - 010

Do you reside:
_ of f base ____on base

2-5
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1. Please rank the follow ng types of food according to how frequently
you dine out for them Placing a "1" next to the one you dine out on npst
frequently, "2" next to your second nost frequent choice, and so on to
ng n

_____ Hanmbur ger s __ Mexican

_____ Chi nese ___ Pasta

_____ Sandwi ch ________ Chicken

_____ Pizza _______ Oher (please
speci fy)

2. Rank the followi ng types of food service from1l to 6 for both |unch
and dinner, with "1" being your favorite, "2" your next favorite, and so
onto "6."

LUNCH DI NNER

Sel f serve/buffet
Cafeteria

Order and pick up
Tabl e service

Fi ne di ni ng
Delivery

3. How often do you dine away from hone for breakfast, lunch, and di nner?
(Pl ace one checkmark under each colum that corresponds with your
frequency of dining out.)

BREAKFAST LUNCH DI NNER

More than once a week
Once a week

Every 2 - 3 weeks
Once a nonth

Every 2 - 3 nonths
Annual 'y or | ess

4. How often do you purchase take out or have food delivered for
breakfast, lunch, or dinner? (Place one checknmark under each colum.)

BREAKFAST LUNCH DI NNER

More than once a week
Once a week

Every 2 - 3 weeks
Once a nonth

Every 2 - 3 nonths
Annual 'y or | ess

2-6
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5. Rank the top three types of nusic you prefer. Place a "1" next to your
favorite, "2" to your next favorite, and a "3" next to your third choice.

Hard rock Soul  __
Top 40 Country __
Dance Jazz

6. How satisfied are you with your base restaurant’s: (Circle the
appropriate abbrevi ati on on each line.)

Very Not

Satisfied Satisfied Neut r al Somewhat Satisfied
Service VS S N SS NS
Quality of food VS S N SS NS
Menu vari ety VS S N SS NS
At nospher e VS S N SS NS
Catering VS S N SS NS
Value for the price VS S N SS NS
Fam |y orientation VS S N SS NS
Overal | VS S N SS NS

7. How satisfied are you with your base club’s: (Circle the appropriate
abbrevi ati on on each line.)

Very Not

Satisfied Satisfied Neut r al Somewhat Satisfied
Quality of food VS S N SS NS
Service VS S N SS NS
Menu vari ety VS S N SS NS
At nospher e VS S N SS NS
Ent ert ai nment VS S N SS NS
Catering VS S N SS NS
Val ue for the price VS S N SS NS
Fam |y orientation VS S N SS NS
Overal | VS S N SS NS
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8. How satisfied are you with your base snackbars: (Crcle the
appropri ate abbreviati on on each line.)

Very Not

Satisfied Satisfied Neutral Somewhat Satisfied
Quality of food VS S N SS NS
Service VS S N SS NS
Menu vari ety VS S N SS NS
At nospher e VS S N SS NS
Catering VS S N SS NS
Val ue for the price VS S N SS NS
Overal | VS S N SS NS
9. Comments or suggestions?

Thank you!
2-8
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Devel opi ng and Pl anning a Survey
When devel opi ng and pl anning a survey you nust consider the follow ng:

Purpose: It is extrenely inportant to clearly define the purpose of the
survey. If this process is overlooked at the outset, the survey will be
directed at vague goals, and the information collected will probably be
i nadequate for the command s purpose. Only by making a cl ear purpose
statement can questions be thoroughly devel oped and anal yzed.

Desi gn: The survey questions should be designed to provide informtion
rel evant to program goals and objectives. Questions should be devel oped
to help the conmand find answers which confirmor deny assunptions made
about patrons’ actual use and/or attitudes.

One nmethod of designing the questionnaire utilizes the focus group
interview. A focus group usually consists of 6-12 individuals brought
together at one place to discuss a topic of interest. Wen the focus
group begins, a noderator provides a brief coment on the purpose of the
nmeeting, and suggests a topic to open discussion. After that, the
noderator i ntervenes only when the discussion gets off track. The main
val ue of a focus group interviewis that it provides insight

and information on patrons’ attitudes that can be used for devel opi ng
speci fic questions in a survey.

Pretest: Before a questionnaire is ready for distribution, it needs to be
pretested under field conditions. No questionnaire is so good that

i mprovenents cannot be nade. The people used in a pretest should be
simlar to those who will be questioned during the survey.

Those persons responsible for inplenenting and revi ewi ng the pretest
shoul d ensure that questions are clear and have the sane neaning to the
test participants as they do to those preparing the survey.

Some questions may need to be inproved as a result of the pretest. |If
there i s any doubt about the wording of any questions, alternative wording
shoul d be prepared and respondents asked to respond to the different
phrasing. As a result of the pretest, sone questions may need to be
elimnated fromthe questionnaire, others added or nodified.
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Sanmpling Size: An entire popul ation does not have to be surveyed to
obtain valid data. Valid data can be captured by surveying just a portion
of the population, and still be representative of your population’s
opinion. This portion is called a sanple.

The necessary sanpl e size depends on popul ation size, and both desired
Accuracy and |l evel of confidence. First, identify the entire popul ation
You wi sh to survey. To discover this popul ati on nunber, sone possible
contacts are your MAR Marketing Departnent, Personnel Services Oficer
Manpower Section, Personnel Adm nistration, or simlar office.

Confidence | evels of 90 or 95 percent are standard for nmarket researchers,
and + or - 5 or 6 percent are acceptable accuracy factors. A 90 percent
confidence | evel and + or 6 percent accuracy level will require the
smal | er sanple. Although there is greater margin for error, surveying
fewer people can save tine and noney, so you nust decide which is npst

i mportant to your research project. Your Marketing Departnment can help you
deterni ne the necessary sanpl e si ze.

The return rate for surveys varies with the type of procedures used. For
exanpl e, the mail-back procedure normally averages a 50 percent return

rate. Therefore, for an installation having a mlitary popul ation of 4,000 --
700 surveys should be distributed to ensure that 350 (90 percent |evel of
confidence) are avail able for tabul ation

Sel ection of Respondents: Another phase in the planning of the survey
process is the selection of respondents for the questionnaire. The

sel ection of respondents, or sanple, should be objective so that

i ndi vidual s are chosen strictly at random

The sel ection procedures are as foll ows:

(1) Assenble a list of Marines at the command.

(2) To support the sinple random sanpl e process and have the | east
possi bl e amount of bias, use social security nunbers for personne
selection if possible. For exanple, if the base popul ation
correlates to a random sanpl e size of 350, based on the average 50
percent return rate, double this figure (350 x 2) to ensure that 350
of the 700 surveys are returned. Therefore, 70 people should be

sel ected whose | ast nunber ends in 0, 70 whose |ast nunmber ends in
1, 70 whose |l ast nunber ends in 2, and so on up to 9. (10 x 70 =
700)
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Do’s and Don’ts in Devel oping a Questionnaire
When the questionnaire is being designed, the format of the data should be
consi dered. The survey must provide usable information in a workable form
Q her guidelines to consider are:

* Use good, sinple English in preparing questionnaires.

* Prepare short questions.

« Wite each question as a conpl ete thought.

Ask about only one matter in each question

« Do not use biased or |eading questions.

e Use only questions that contribute to the questionnaire’s purpose.
« Arrange questions with simlar subject matter together

e Avoi d questions concerning intimate famly life, politics, or
religion.

« Provi de a renpvabl e comrent sheet at the end of the questionnaire.
« Use cl osed ended questions for easy tabulation
e Have an introductory statenent either in the formof a letter
menor andum or forward in the questionnaire, explaining the purpose
and i nportance of the survey, and guaranteeing confidentiality.
e Include instructions with each questionnaire.
e Conduct a pretest of the questionnaire.
Di stribution: There are nunerous nethods available for distributing a
survey. The nobst comon nethod used is the installation distribution
system Once each respondent has been contacted in this way, have those

sel ected neet at a central l|ocation, such as the base theater, for group
adm ni stration of the questionnaire.
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The mai|l back procedure is an alternative formof distribution. Data
Col | ection shoul d be acconplished as soon as possible. The |onger the
survey is out, the less chance it will be filled out.

Anal ysi s

The anal ysis of the tabulated data is an inportant step in determ ning
performance related to patron’s usage, attitudes, and needs. It is

i nportant that nanagenent recogni ze that indicators of perfornance are
related to the overall effectiveness of the special services program i.e.
who uses certain facilities, when, what trends can be noted, etc.

For nmpbst surveys, the technical data should cross reference usage,
attitudes and needs to certain identifiers, which should be established
when determ ning the purpose of the survey. The follow ng are exanpl es of
identifiers: rank, gender, marital status, and housing |ocation

When anal yzing the tabul ated data, therefore, managenent can sel ect target
groups and find i medi ate answers to specific questions. Through the

anal ysis of each question, specific trends can be deterni ned. By

i dentifying trends of specific groups, managenent can use survey
information to assist in forecasting specific programrequirenents. For
exanple, if a survey reveals that the mgjority of an activity’'s users are
2nd Lieutenants to Captains, and they want the activity open on Friday
eveni ngs, managenent should correlate this indicator to the actual hours
of operations and adjust the hours to neet the needs of the patrons.

The devel opnment of yearly program goal s and objectives, both short and

| ong range, should utilize all programindicators of performnce. Survey
results should play an inportant part in annual program anal ysis,
forecasting program and resource requirenments, and devel oping future
prograns.

Anal ysi s all ows managenment to know users by rank and gender and how often
they use the facility. |If this survey is a probability type, using the
random sel ecti on process, having a 90 percent reliability factor, the
breakout of each denographi c subgroup represents all other mlitary
personnel of the sane rank and sex on the installation. Mnagenent can
assurme, with a 90 percent reliability, that the same user rate exists
anong those individuals not surveyed.
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As mentioned, the analysis of infornmal questionnaires with open ended
gquestions is nore difficult since the mgjority of responses are different
and nore subjective in nature. Furthernore, the informal survey is not
representative of the population on the installation -- the responses only
represent the individuals surveyed. But, the information is still a
val i d nmanagenent tool and does provide on-the-spot information about a
speci fic user group.
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CHAPTER 3: PROMOTI ON

Pronotion is the process of communicating between your activity and your
eligible patrons, the nedia, other agencies, your conmand, your
managenent, and staff. Pronotion consists of informng, persuading, and
i nfluencing the patron. It increases awareness and understandi ng and

all ows patrons to becone nore know edgeabl e and thus nore discrimnating.
Thr ough pronotion, you can inform patrons of the benefits your activity
of fers, and how your activity is distinctively different from other
simlar establishnents.

Wiy is pronmotion inportant? Wile we may assunme that word-of-nouth is the
way the majority of patrons find out about MAR activities, it is
nonet hel ess inportant that certain nethods be used to provide first-hand

i nfornmati on. The assunption regardi ng word-of-nouth, however, nay be
flawed. On nost nilitary installations the physical distance, socia
structure, and psychol ogi cal perceptions of MAR nay create barriers that
of ten cannot be changed by word-of -nouth alone. Low quality brochures or
flyers give the inpression that managenent really doesn't care about

i mage, thereby creating a negative inpression toward the program

To make pronotion decisions, you should cover at |east four areas:

(1) define the product characteristics

(2) establish pronotion objectives

(3) determine the nature of the nessage, including tining and
frequency

(4) determine the pronmotion-m x patterns which will effectively and
efficiently deliver the nessage. By systematically approaching this
deci si on process, your chances to nmaxinize success will be

i ncreased.

Food and hospitality and marketing nmanagers, working together, can devel op
t he nost successful pronotion and conmunication program A nunber of
pronoti onal methods shoul d be used, and to be effective, pronotions nust
be constantly repeated. In the commercial sector, a nessage is repeated at
| east six tines before the individual is notivated to either visit a hote
or go to a restaurant.
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Types of pronotional tools

There are nany ways to pronpote your program Try to vary the types of
pronotional tools you use for different events or activities. Sone of the
pronotional tools you have at your disposal include:

Advertising: Advertising is a nethod of comunicating with
consuners, and is used to stinulate repeat business, introduce new
servi ces, and announce any changes in regul ar services and/or
facilities. It is usually acconplished through newspapers,

magazi nes, brochures, flyers, radio, and television. The primry
obj ective of advertising is to keep patrons aware of club services
and programs. It is especially inportant that advertising be used
frequently since there are many potential patrons arriving on the
base daily and for short periods of duty. Food and hospitality
activities cannot rely on their past reputation because of this
hi gh turnover

The second objective of advertising is to provide a favorable inage
of club offerings. This may al so be referred to as the "soft sell”
approach. The objective is not to sell specific services or prograns
t hrough advertising, but rather to sell by advertising the activity
itself. For exanple, the Tenporary Lodging Facility (TLF) m ght
distribute a brochure stating the facility’'s location, along with
sonme sinple remark such as: "If you are expecting out-of-town guests,
think of us.” No specific products or services are nentioned; it is
nmerely a notice of the TLF s availability.

The third objective is often referred to as "pre-sell."” This occurs
when there are specific pronotions, specials, or benefits that are to

be comruni cated. The "pre-sell”™ objective is applied to advertising
which is ainmed at inducing i mediate action. A special limted tine
of fer and special one-night entertai nment are exanples of this

appr oach.

It is inmportant to renenber these objectives before inplenenting an
advertising program Each programw |l have its particular
requirenents and, in order to be effective, should be specific in
nature according to its purpose.
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There are two strategies in advertising, direct and indirect.

Direct advertising is when the patron is encouraged to

i mredi ately take advantage of a service. For exanple, if food
and hospitality has a pronotion scheduled for a limted tine,
direct advertisenents should stress that the tineliness of the
pronotion is critical. Direct advertising is intense over a
limted period of tine.

I ndirect advertising, however, attenpts to create a | ong-range
demand for the service. This nethod instills in patrons the
knowl edge that a service or programis available if and when
they are interested in pursuing it. For exanple, if the
Enlisted C ub has Happy Hour every Friday throughout the year
or offers check cashing, indirect advertising is the nethod
that should be used to pronote this particular offering.

Public Relations: Public relations (PR) refers to the total inmge
projected by an organization. Efforts that establish, maintain, and
i nprove activity imge are all part of PR, and consist of
advertising, packaging, customer relations, and corporate policy.

For food and hospitality, PR involves the creation of a positive
patron attitude and goodwill toward the activity. The day-to-day

i mge conveyed t hrough enpl oyees, nanagenent practices, and the
physical facility is nore inportant than any other advertising and is
essential to success. An activity' s perceived i mage can attract or
turn away potential patrons.

Sales Pronption: This technique is designed to stinulate patron
i nvol venent in prograns food and hospitality activities wish to
pronmote. There are at |east four types of sales pronotion. They
are:

Sanpling: This is an attenpt to pre-sell the activity and/or
service to the patron. For exanple, the base restaurant may
want to pronote a new dessert nmenu by providing an opportunity
for patrons to sanple a snmall piece of the "dessert of the
evening", free of charge. This gives patrons a chance to
sanple the food with the idea that they will like it and be
influenced to purchase it, or another dessert, the next tinme
they dine at the restaurant.
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Coupons: Coupons are used by 70 percent of Anmerican retailers
in pronoting products. Sone comands provi de MAR coupons good
for reduced charges at MAR activities to stinmulate interest and
participation. Couponing has yet to reach its full inpact. A
coupon gives the patron the opportunity to participate in an
activity at reduced or no cost. They can be very effective with
new personnel assigned to the command, used as a notivationa
tool for themto visit your activity.

Contests: A contest may be used as a pronotional method
directed toward creating additional enthusiasmand interest.
Contests usually provide sonme formof prizes. An exanple of a
contest to pronote enthusiasmand interest in a particular
activity is a chili cook-off, held at the snackbar, judged by
your staff, and a featured nenu for a period of tine, in hopes
that the contest will encourage patrons to visit the snackbar
nore often.

Denonstrations: To create interest in your nenu specialties or
new Chef, a cooking denonstration m ght be arranged to take
pl ace at the exchange mall or at a booth during an MAR festival.

Personal Selling: Perhaps the nost under-utilized nmethod in the
delivery of the MAR nessage is personal selling. Al food and
hospitality personnel should be know edgeabl e about what other
activities have to offer. Wen a patron visits one activity, there
shoul d be information avail able that nakes the patron aware of other
activities. Many comrands have the MAR Director or other staff
menber brief personnel at wel come aboard or training briefs. These
are perfect opportunities to not only tal k about what food and
hospitality offers, but also to "sell” the entire program

Personal selling | eaves a lasting inpression because of the person-
to-person contact. The nmain inplication of personal selling is that
each enpl oyee nust be activity and patron oriented, and nust nake
every effort to provide the patron with efficient, friendly,
courteous service. Skillful personal selling is not sonething that

can be taught to an enpl oyee easily -- it is an attitude. But it is
sonmet hing that can be influenced through training and good staff
relations. It is inpossible to have good persona
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selling if the managenent and staff are not proud of their activity
and its services. Managenent cannot expect the staff to be sales
peopl e unl ess they have a good reason to be proud of their work. It
is a conbination, therefore, of both the managenent and the staff
that accounts for successful selling. Each nust accept persona
responsibility for pronmoting the club in the course of their daily
job related activities.

Publ i ¢ Speaking: Public speaking offers another opportunity to sel
your activity. Presentations to w ves’ clubs, incom ng Mrines, and
at social functions can inform influence, and stinmulate interest in
MAR activities. The use of slides, novies, and other visual cues can
enhance the effectiveness of the presentation. The person speaking
shoul d be well prepared and keep the presentation well paced and
interesting. Let all base activities and | ocal organizations know
you are avail able as a speaker. Private and base organi zati ons nay
wel come you as a speaker at their neetings, especially if you have an
exhibit or denponstration to present. Qutreach to the |ocal comunity
provi des an excel |l ent opportunity to get acquai nted and becone

know edgeabl e about | ocal denographics. Briefings should be given
periodically to all comands, staff personnel, appropriate clubs, and
base organi zati ons.

Pronoti onal Media: Various forns of media can be used to pronote
and comuni cate your programor a pronotion to potential patrons.
Some of the nobst inportant are as follows:

Brochures: Brochures can provide patrons information about
food and hospitality activities, facilities, and services. A
brochure nmay be current for a linmted duration, such as one
whi ch pronmotes a specific pronotion; or it may be tineless,
such as one which indicates facility |ocation, hours of
operation, services offered, etc.

There is a wide variety of creative ideas which can be used
when devel opi ng brochures. Sone hel pful guidelines are:

e Use two color paper for interest and black ink for inpact.
¢ Medium wei ght paper is nore inpressive than |ight weight.
e Consider the different paper textures available, such as

matte or gl ossy.
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e« Bi-fold and three-fold are the nbst common type of folds
used.

e Photos create interest.

e Areas of white space encourage reading.

« Set off headlines by using larger type and/or different
typefaces, such as bold and italics.

« Indent paragraphs.

Flyers: Should be thought of as mniature posters that
hi ghlight inportant details of a program service, or activity.
Key el enents to consider in developing an effective flyer are

e Accuracy

e Quality

e Logo

« Wiite space

¢ \Who, Wiat, Wiere, Wen, Wy, and How
e Large letters for easy reading
 Rub-on letters instead of a felt pen
e Blowp of photo for background

e Silk screening

Renmenber to renove all brochures and posters when they becomne
out - of - dat e.

Mar quees: Marquees, billboards, and signs are on duty 24 hours
a day and are an excellent conplenent to existing advertising.
One of the primary considerations in setting up a billboard or
marquee is location. Criteria for determ ning placenent:

e Length of unobstructed view. Wen does the sign become fully
visible froma car?

e Type of traffic. Fast? Slow?

e Does the sign face oncom ng or outgoing traffic?

e |Imediate surroundings. Are there traffic |ights, conpeting

si gns, buil dings?

e Size and physical appeal of the sign

e Patrons to be reached. Do you want to contact patrons going

to or from work?
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Mar quees nust be easy to read. Keep the nessage
short -- eight words or less and if possible include
the MAR | ogo. Marquees are usually read as the
patron is noving, so they nust say only one

thing and say it clearly. The clarity and aesthetics
are also inportant in telling the patron what type of
operation you have. A good | ooking signh connotes a
quality operation. A key elenent relating to

the patron’s awareness is keeping the nmessage on the
mar quee current. Messages shoul d be changed every
few days to keep the patron’s interest. O d nessages
result in patrons losing interest and reduces the
overall effectiveness of the marquee.

Posters: Posters should be |arge, eye-catching, and
easy to read and understand. Produce enough to
distribute to all base activities, and if

possi bl e, post outside as well as inside. Place the
posters in high-traffic areas, and if there are no
bull etin boards avail abl e, use easels to display your
nmessage

Activity Calendars: Send calendars to target groups
featuring activities they are nost likely to
participate in. This is an excellent neans of
providing patrons with a | ong-range schedul e of
upcom ng events, prograns, etc.

Audi o Visual s: Videotapes, slide shows, and other

vi sual nedia can effectively present your nessage.
These can be used for wel cone aboard briefs, commuand
cabl e tel evision, base comunity neetings (such as
wi ves’ clubs), or as novie trailers at the base
theater. Audio visuals should be made available to
every pertinent activity, both on and off base.

Q her Visuals: Banners are excellent for advertising
upcom ng events. Hang themin high traffic areas
such as main gates and use large letters on both

si des and consi der sil k-screening, hand lettering,
and Velcro letters. Bus Cards used inside base buses,
simlar to those seen in subways and on comerci a
buses, are effective because they have a captive
audi ence. Signs on the back and sides of MAR
vehicles will attract attention. Exhi bits
presenting a specific activity are an excellent way
to elicit interest and attract new
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patrons. For exanpl e, an appealing, eye-catching exhibit about
your activity and | ocated in the exchange area, can encourage
people to visit your activity. Buttons, T-shirt nessages, table
tents, menu clip-ons, and nessages on place mats, napkins, and
coasters will call attention to your activity nmessage. Wrk
with other base facilities to get your nessage to their patrons
and participants.

Tel ephone Hot Lines: You can designate a special nunber to cal
for informati on about MAR activities. Al announcements on the
pre-recorded tel ephone nessage shoul d i ncl ude upcom ng events,
di scount information, MAR news, |ocal entertainment, schedul es,
etc. |If you use a recorded nessage, nake sure the informtion
is current. Make sure there is soneone avail able to answer
calls and the line is relatively free fromother types of
incomng calls. Publicize the nunber as nmuch as possi bl e.

Direct Mailings: The greatest advantage of direct mail
advertising is that it will reach the intended narket. For
direct mail advertising purposes, you can strive to reach your
basi c markets. Your basic narkets are: active duty Marines and
their famlies, retired mlitary, reservists in your area, and
other eligible MAR patrons, such as civilians who work on base.
Froma direct mail standpoint the markets do not need to be
further segnmented. The effectiveness of direct nmail advertising
depends on current lists and addresses of potential and current
patrons. This includes tinely infornation for all Recent
arrivals. As an exanple you may want to send a personalized
wel comre aboard letter. The letter should be sent to newy
arrived Marines and their famlies, inviting themto visit food
and hospitality activities. It could serve as the only nice

i ndi vidual i zed touch that the newconer receives.

Many ot her types of information can be comuni cat ed t hrough
direct mail; such as special pronotions, nenus, parties, and
entertainment. It is inportant that direct mail advertisenents
be kept separate fromthe nonthly newsletter since the
advertisement |oses its effectiveness when it acconpani es
regularly delivered materi al
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Direct mail advertisenents should be creative, professionally
presented, and informative. The date, tinme, l|ocation, price,
and ot her necessary information describing the special
pronotions should always be included. It is also a good idea
to have the pronoter (manager, chef, assistant) personally sign
the direct mail advertisenent before nmailing. This adds a
special extra touch. It becones a personal invitation rather
than a general invitation.

There are three nmajor concerns associated with direct mai
advertising. First, care should be taken not to overstuff
direct mail advertisenents with nore than one or two
pronotions. The nore stuffing, the less likelihood of its
being read. Second, care nust be taken to personalize the nai
as much as possible (i.e., ink signed letter versus stanped);
and third, the material should be professional in appearance.

The cost of direct mail advertising may be one of the nost
effective advertising expenditures that an activity can make.
It is sent specifically to the primary patron and is utilized
only when sonething special is being pronoted. Each food and
hospitality manager should incorporate direct nail advertising
into the marketing budget.

Newspapers: The base paper is perhaps the nost effective nethod
of communi cati on used by MAR activities. At nany
installations, MAR wites their own news rel eases and provi des
the information to Public Affairs.

Well witten newspaper articles usually describe what the
activity is, where it will be held, when it will take place
what the cost will be, and to whomthe services are directed.

The first paragraph of the news rel ease shoul d include

i nformati on such as who, what, why, when, and where.

Use "how' in the second paragraph if it will not fit easily
into the first. News releases are cut away fromthe bottom up
by editors, so nake the first paragraph the nost substantive
and the | ast paragraph the least inportant, with the others
providing information and data to support the | ead paragraph
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Use only as much naterial as will fit on one sheet of paper
doubl e space, with one inch wide margins. Use clear, concise

| anguage and get to the point. |If possible, use a quote froma
dignitary, an official or a base officer to lend creditability
and another angle to stories. The newspaper can expand the
story by calling the appropriate contact person for nore

i nformati on.

MAR Suppl ements: Suppl ements are an excel |l ent neans of
providing informative articles and ads to a w despread audi ence.
This publication is produced periodically and provi des readers
with an in-depth |l ook at a particular program special event,

di scount attraction, etc.
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CHAPTER 4: CREATI NG EFFECTI VE PROMOTI ONAL COPY

When writing pronotional material renenber these basic rules:
Get peoples’ attention
Show peopl e an advant age
Prove it.
Per suade people to take the advantage.
Call for action.

Get Attention: Capture the interest of your prospective readers by naking
your material arresting and eye catching, but don't get "arty." On flyers
and posters use white space as part of your total design because too much
art work can be distracting and can take away fromyour nessage. Try to
get a base or local area professional, or talented amateur, to create your
nessage, your flyers, and posters. Don’'t confuse your reader with too
nmuch information, but nmake sure you are specific about who, what, when,
and where. Do not assune that the reader knows what you already know.

Be clear and concise and give just enough infornmation to acconplish your
objective. You do not want to overwhel myour readers in copy or graphics.
Make your first sentence or headline a "grabber." The best grabbers
create a picture in the mnd of the reader and arouse interest.

Show Peopl e an Advant age: People want to know what your activity wll

do for them Concentrate on that. Show themin words, in pictures, or
both, what they can save, gain, or acconplish. Make sure that your
nessage is stated in terns your audi ence can understand. Wite your copy
for themand not for yourself.

Prove It: |If you have a reputation for delivering what you

prom se, this is easy. Direct nmail pronotions have roomto state
facts to back up your clains. For posters and other pronotiona
nmedi uns, this information should be as brief and clear as possible.
Anot her way to "prove it" is to rem nd people of past activities
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or events that were successful. Posters can use an enl arged photograph
of a previous simlar activity that went well. You can use tag rem nders
like: "By request we’'ve brought back . " or "You liked (--), so

now . " Photos can be used in a feature story for the newspaper. |If
you nake any sort of guarantee, be prepared to back it up and deliver on
it.

Per suade People to Take Advantage: Mke your copy tinmely and nmake an
offer that needs to be acted on soon. Ofer a booklet, a sanple, or sone
ot her inducenment to notivate action. Put a tinme limt on your offer

State that the supply is limted. Show what can be |lost by not acting: "A

speci al night out that won't enpty the piggybank ... $3.00 off dinner-for-
two and a bottle of
wine." "TH S VEEK ONLY"

Call for Action: Use words that telegraph action "Wite Now, " "Cal

Today," "Sign Up Now." G ve an address as well as a tel ephone nunber if
possible. Having to call to find out additional information is an
"interimaction.” It is an additional step people nust take before they

can act on your suggestions. Try to keep themfrom having to take any
additional steps. Keep the address sinple so that it will be easily
remenbered by using a building nunber or a base | andmark

(i.e., snackbar located in the Exchange nall). Do whatever is necessary to
make sure action can be taken in a sinple and easy way.

Remenber: Include the MAR | ogo on all your publicity
so it will beconme easily recogni zed as synonynous with
your program
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CHAPTER 5: VI SUAL Al DS

Phot ogr aphs

Phot ographs are excellent to use in flyersl brochures, and other nedia.
Subj ects shoul d appear relaxed and natural and the settings should be

pl easant. However, no smle at all is better than a stiff snile or a
false smle. Shoot candid shots so people | ook nore natural and
interesting. |f the photo nust be posed, give your subjects sonething to

do or hold, and take the shot as they are tal king, or exanining sonething,
this makes a nore rel axed picture.

| mportant points to remenber about photographs are:
e Take your photographs from nore than one angl e.

e« Action shots that are not posed are nore interesting than planned
"action" shots which very often have an artificial/posed quality to
t hem

e Keep the background on still shots sinple. Were possible, avoid
nore than two or three people in a photograph. Avoid patterned
wal | paper, lots of background activity, trees, and potted pal ns
"growi ng" out of your subject’s head. Pay close attention to details.
Renove sungl asses and drinki ng gl asses, and nake sure cigars and
cigarettes are being held and not puffed. Straighten ties and

| ookout for runpled clothing.

« |f you are photographing an event, take your picture being mndfu

t hat your action photographs could be used in brochures, enlarged for
posters or display boards, and used as slides. Try to get action
shots in 35mm and use color as well as the black and white film
necessary for newspaper photographs.

e Start a photograph file. The file will be available for you to
draw from whenever you need a photograph for a brochure or a specia
pronotional activity. Take your pictures with your photo file in

m nd.
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* Never photograph roons, halls, |obbies or any other physica

portion of your facilities or operation enpty of people or with only

a few people in a vast area. The general effect will be | onesone and
forlorn no matter how splendid the decorations or equi pnment shown.

If you plan to take such photographs, be sure there are enough people
in the picture that the effect is one of a pleasant, well-used

at nrosphere, but not so crowded as to be unconfortable.

« Do not pose your nodels; such photographs will always |ook rigid.

I nstead, have themactually dancing in the club bar anong the new
decorations. Take your photographs after your nodels are rel axed and
have begun to enjoy thensel ves; that enjoynent will conme across in
your photographs. This is one of those situations where you may want
to have two or three photographers present to take shots from

di fferent angl es.

e Phot ograph prints should be nade on gl ossy paper, 8" x 10"
preferably, but 5" x 7" is often used. Check with your base

newspaper and ot her possible outlets for your photographs to see what
is preferred.

* Phot ograph Captions: Every photograph nust have either a caption
or, if it istogo with a story, identify who is in the photograph

and what is happening. It can be as sinple as one sentence but
shoul d be conpl ete enough to tell the reason why the photograph was
taken. Identify the people in each shot by nanme and position, as

wel | as the name of the organization, the event, its |location, and
the date it occurred.

« Never wite on the back of a picture. The pressure of a pen or

even a pencil will make marks on the front of the photograph. Type a
separate piece of paper, cut it out, and tape it to the back of the
photo with as little tape as possible.

Sli des
A single slide, or a series of two to four slides, can be used on
tel evision or shown before a novie. A striking action visual in color

followed by a clearly lettered informational slide giving tine, place, and
date of the event is very
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effective. Slides can be nounted in netall plastic, or cardboard.
Use only the very highest quality photographs for slides. This may be the
"first point of contact” with your audience and you want themto know you
are running a professional and conpetent operation
Slide shows are good for:

e Cormuni cating a specific idea or inpression to your audience.

e Cormuni cating a subject that is "visual," where words will not
convey information effectively.

« An audience in a specific location and at a specific event.
Slides are not good for:

e Inparting a great deal of information that needs to be referred
to often. Use a booklet instead.

« A short lived event (slide shows can be expensive).

« Showi ng where there may not be appropriate equi pment for view ng
avai |l abl e.

« A lengthy subject. Slide shows should not run nore than 15-20
m nut es.

Pl anni ng your slide presentation
« Define the objective of the slide show.

e Anal yze the audience to which it will be shown; your nessage
shoul d be directed to them

Preparing the presentation
« Wite the Script: Wite the script first rather than witing

around your slides. By witing your script first, you can keep the
thrust of your show sharp and the pacing just the way you want it.
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« Plan the Slides: To keep the show fromdrifting, vary the space
bet ween slide changes and their location in the sentence. Do not

have every slide change done when a sentence ends, when a sentence
begins, or in the mddle of a sentence.

It is not necessary to have a new slide for every new sentence. Make
sure, however, that you never have nore than one new t hought or idea
for each slide. Use as many slides as necessary to devel op that

t hought, but never so nany that the pace of the show stalls.

Be creative about your slides. Make sure the slides are professiona
in quality and distinct, not blurred or weak in col or

« Time the Show. Check for pacing, for final Iength, and for
delivery of the presentation (if there is to be an oral talk with the
show) .

e Handouts: Wen you make a slide show presentation, be sure there
are materials for your audience to take with them (i.e., naps,
flyers, brochures, sanples, folders).

Witing the Script

Wite a vivid opening segnent to get your audience’s attention and
plan to use your nobst exciting slides at this tine. Use short

decl arati ve sentences, action verbs, present tense, descriptive

i mges, and conversational |anguages. Wile you can devel op each new
t hought by using nore than one sentence, try not to use nore than
three sentences for each thought; otherwi se the pace will lag. The
summati on shoul d | eave your audience with an "upbeat"” feeling.

Divide the script into three sections: main thrust of your
presentation, hard information, and sunmation. A description should
be prepared for each slide and each sentence used nunbered so that
the presenter can easily be cued to each slide. Make new slides
rather than trying to fit an old slide into your script and ensure
each slide is conpatible with the idea you are trying to get across.
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CHAPTER 6: EFFECTI VE CUSTOMER SERVI CE

An inportant el enent of pronotion that cannot be overlooked is custoner
service. Food and hospitality can advertise and pronote its services
extensively, but if there is no custoner service programthen pronotiona
efforts will be in vain.

Vital to the success of any MAR activity is the custoner oriented attitude
of enployees. Custoner service policies nust start with the activity
manager. Policies should be communi cated to enpl oyees and supported by
them These policies and practices nmust becone an integral part of the
food and hospitality operation.

A key managenent phil osophy whi ch shoul d be practiced in every food and
hospitality programis the assunption that the custoner is right unless a
conplaint is proven unjustified. Patrons who take the tine to | odge
conplaints believe they have legitimte problens. |Ignoring or responding
negatively to conplaints will result in nothing but ill will. These
custoners deserve pronpt attention, ideally, inquiries should be responded
to on the sanme day they are received.

G ving your custoners what they want and need to nake t hem happy pays
great dividends. Happy custoners tell their friends -- approxi mtely
72 percent of first-tinme custoners cone because of reconmendati ons.
Conversely, unhappy custoners tell at |east 10 other people.

Qui ck resolution of patron conplaints |ets patrons know they are inportant
and al so | essens the possibility of the conplaint being aired to others.
By being open to custoner criticism we develop an effective neans to
neasure how we are serving our patrons. It is essential that food and
hospitality build an effective custoner service program This starts with
trai ni ng enpl oyees on proper ways to respond to custoner conplaints.

The wrong response to a custoner’s problemcan create a negative effect
whi ch ripples when dissatisfied patrons spread their conplaints.

Enpl oyees shoul d be personabl e, have a neat appearance, a good tel ephone
voi ce, patience, and a know edge of the food and hospitality program
Above all, they nust have a genuine interest in people. A dedicated,
responsi ve, custoner-oriented organi zation is one of the best
contributions that can be nmade in this clinmate of heightened custoner
awar eness.
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TELEPHONE TI PS
(1) Answer pronptly.
(2) ldentify the activity and yoursel f when answeri ng.
(3) Speak distinctly and pl easantly.
(4) Avoid meking abrupt, trite, or m sleading phrases.

(5) Gve the caller a report and nmeke an offer to help. "He stepped
out for a fewmnutes. My | ask himto call you?"

(6) When necessary, give the caller an accurate tel ephone number or
extensi on where the person nmay be reached.

(7) Volunteer your own assistance. "May | help you?" or "Could
sonmeone el se hel p you?"

(8) Request the identity of a caller in a tactful nanner

(9) Explain delays. Be sure to let the caller know you are going to
have to put the phone down and why.

(10) Take messages willingly. Wite details on a suitable form and
deliver them pronptly.

(11) Transfer the call el sewhere only when the correct nunber is
known. No one likes a "run around.”

(12) Say goodbye pleasantly and hang up gently.
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CHAPTER 7: VI SUAL MERCHANDI SI NG

Vi sual nerchandi sing hel ps distinguish food and hospitality activities
fromother activities on or off base. Wen well planned, visua

nmer chandi sing can hel p boost sales. It enconpasses all aspects of
activity services, including areas not typically considered incone
producers or sales related. Merchandising hel ps make each patron’s visit
to the activity a nenorabl e one, provides a unique atnosphere, and nakes
the entire facility nore attractive, pleasant, and confortable. Any area
within the activity which can achi eve these goals nust be considered a
potential nerchandising area. The follow ng deserve particular attention
with respect to nerchandising efforts:

 Menus and Food

* Services

e Facilities

e« Pricing of Services
e Uni forns

e Entertai nnent

Wthin each of these areas there are particular focuses of attention

Conbi ned, the overall goal is the activity inage, which is the way patrons
perceive the activity and its services. Although the definition inplies
that image is an individual opinion, there are several ways the activity
manager can present the club so that its inage is consistent for al
patrons. Merchandi sing can influence the patron's perception of the
activity (i.e., howit looks, its conforts, its friendliness). In fact,
nmer chandi sing may be the single nost inportant factor in affecting the
patron’s perception. The awareness of inage-rel ated areas deserves
constant managerial attention

Menus and Food: |If the activity's prinmary purpose is to provide food and
beverage, the nenu and food are the nobst inportant areas where an inmge can

be created. The entire activity perception can be affected by a poor or

uni magi nati ve nenu. The areas within the nenu that deserve nerchandi si ng
attention are the use of colors, graphics, printing styles, cover design, menu
item descriptive wording, size and shape of nenu, and the actual choice of menu
itenms. Again, nerchandising neans providing distinctive qualities and specia
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touches. The nenu shoul d be designed creatively and printed by a

prof essional printer. The use of seasonal nenus allows for nerchandi sing
t hrough graphi cs and/or col or schenmes which depict seasonal activities.
Menus al so allow the activity manager to devel op specialty di shes and

mer chandi se them as such on the menu. Certain nenu itens can be

enphasi zed and ner chandi sed t hrough descriptive wording. There are no
limts to the useful ness of the nenu in hel ping provide a distinctive and
menor abl e food and beverage operation.

Food quality nust reach the | evel of expectation created by the nmenu. The
actual taste of the food will |linger on |onger, and have a nuch nore

| asting effect on the patrons’ perception of the food service, than the
menu. The two, the nmenu and the food, must be thought of as a team wth
food quality being the nore inportant consideration. Although good food
quality will conpensate for a poor menu, a good nenu will not conpensate
for poor food quality. The ultimate goal is a nenu that conpl enments food
quality and vice versa. The inportance of food quality as a nerchandi sing
tool is exenplified by the fact that word-of -nouth advertising is critica
to the success of an activity’ s food operation. Merchandising the food
operations through good quality food turns the patron who has had an

enj oyabl e di ni ng experience into an advertising nedi um

Services: Services can be defined as any service offered to the patron
whether it be for profit or not. Services include food and beverages,
party facilities, nmeeting roons, recreational areas and/or equipnent,
entertai nnent, and other services such as tel ephones in Tenporary Lodgi ng
Facility rooms, newspapers, and vendi ng nachines. As can be seen, there
are countless areas within services where nerchandi sing can be a factor

Mer chandi si ng servi ces neans enphasi zi ng any special services, facilities
and/or capabilities. A pool room for instance, represents a nultitude of
possibilities for merchandi sing. Special "sharp shooter”™ nights,
tournanents, trick shooter exhibitions and partner tournanents are only a
few possibilities that turn an ordinary pool roominto a potential profit
producer.

Managers shoul d evaluate their facilities in respect to potenti al
servi ces merchandi sing. Qher areas which deserve consideration
are recreational activities (pinball, ping pong, tennis, golf),
food and beverage service (specialty ethnic nights, famly
nights, "all you can eat" nights), and entertai nnent (concerts,
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tal ent shows, dancing exhibitions, dinner shows). The key point is that
there are endl ess ways in which activity services can be nerchandi sed.
The foll owing steps are inportant in nerchandising services.

« Deterni ne exactly what services are avail abl e.

« Deternmi ne what types of services can be nade available with or
wi t hout capital expenditures.

e Establish a priority list of services which should be
mer chandi sed based upon market questionnaires, intuition, and
i nformal patron surveys

« Develop a list for each service or pronotions and events which
can be inplenmented and specially nmerchandi sed. Be sure to nake them
realistic and affordable.

e Establish a rough plan as to when these types of services can
be offered.

Facilities: The actual condition of the activity facility is one area that
is not an i ncome producer but is, nonetheless, an area that deserves

mer chandi sing attention. A very clean, well-organized, and appealing
facility will nost definitely affect the patron’s perception of the
activity as a whole. Therefore, as previously enphasized, facilities are
included in areas affecting i mage and should be treated as areas requiring
nmer chandi si ng efforts.

Sorme of the areas that require attention are the exterior grounds,

| andscape, entrance ways, hallways, carpeting, furniture, decorations, and
nmeeting roons. In addition, food and beverage facilities (dining roons,
bars), recreational areas, and entertainnent facilities all require the
sanme focus. Exanples of the type of nerchandising that hel ps pronote

services are well -l andscaped and wel | - mai nt ai ned | awns, gardens,
shrubbery, and sidewal k areas; clean and well-painted entrance ways,
awni ngs and doors; and wel | -nmai ntai ned carpets, woodwork, |ighting

fixtures, and hallway furniture. The patron who arrives at the facility
and notices a well-kept and well-structured garden is seeing a

mer chandi sing effort ainmed at providing appealing and attractive
facilities. Conversely, an inproperly maintained garden or entrance way
does not help to create a favorabl e i mage.
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Anot her exanple of the facility’s role in nerchandising is the maintenance
of neeting and special function rooms. These roons should be attractive,
wel | -decorated and clean. The patrons using the roons will feel nore
confortable in a well-maintained neeting roomand will notice the efforts
to personalize the roomfor their functions, such as providing specia
decorations for weddings and parties. Again, this all helps create an
overall favorable image for the activity.

Pricing of Services: Pricing is not considered a typical nerchandi sing
tool. Its prinmary objective is to provide incone. It nmust be assuned,
however, that the patron views pricing as a very inportant aspect of
services. Value is the key. Providing val ue becones a

mar ket i ng/ mer chandi sing effort. Throughout the private sector, value is a
very strongly enphasized quality in advertising and nerchandi si ng
prograns. The nature of pricing and services has been di scussed in other
sections of this manual with the enphasis placed on the fact prices are
established only after critical review of:

* Cost of the service

« Profit objective

e« Anticipated popularity of the service

e Conmpetitors’ prices for simlar services
e Market flexibility

Fi xed prices, (roomrates, nenu prices, drink prices) are not as amnenabl e
to merchandi si ng considerations as are special events and pronotions.
Speci al entertai nment such as concerts and vari ous types of exhibitions,
speci al dinner nights, and holiday parties present opportunities for price
mer chandi si ng. Special pricing could include "dinner for two," reduced
prices at Happy Hours, special famly rate for famlies attending
activities, and half-price adm ssions to special events such as Hal | oween
parties, Christnmas balls, and St. Patrick’s Day events with prizes for
best costumes, the best dancers, or the "nost Irish | ooking" participants.
The low price and "all you can eat"” pronotion has becone a prine

exanpl e of how pricing and nerchandi sing work together to produce both

val ue and sal es.

Uniforms: It is necessary to nention uniforns as a nerchandi sing too

because they are considered a basic part of an activity s "anbiance.” A
wel | -dressed
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AF

enpl oyee is one of the best nerchandising tools we have. An entire

staff of well-dressed enployees is the ultinmate goal. Unifornms, like

| andscapi ng, provide an imedi ate visual experience to the patron

Poorly organi zed and unkenpt unifornms create an unfavorable i nage of the

activity as a whole, even though they are not consi dered i ncone producers
or services. Uniforns should be provided to all enpl oyees, or a standard
uni form shoul d be established so that all enployees nay purchase simlar

attire. \Wenever possible, uniforns should reflect the central thene of

the facility. This is another way by which distinctiveness and i mage are
created.

Entertainment: O all the areas nentioned in this section, entertai nment
is the one which continually utilizes nerchandising as a primary sal es
tool. Merchandising efforts should concentrate on personal selling,
advertising, and the actual choice of entertainnment. Cbviously, the nore
famliar or nore popular the entertainment, the nore distinctive the
activity beconmes. Entertainnent should al ways be viewed as a specia
activity deserving special pronotional considerations. Entertainnent
needs merchandising efforts to stinulate interest. It is self-defeating
to offer the same kind of entertai nnent over and over again -- its specia
qualities beconme lost. This may not be the case for very popul ar

entertai nnent such as a special band that always draws big crowds, but
general ly, too much repetition of one formof entertainnent nullifies the
mer chandi si ng aspects of the event.

Sorre nerchandi si ng-type tools which are used for pronoting entertai nnent
are phrases such as "appearing for the first tine ever," "back by

popul ar demand," "all the way from (nane of place)," and "comand
performance."” Each of these phrases, and sinilar phrases, are attenpts to
enphasi ze uni queness and di stinctiveness. There can be no substitute for
nmerchandi sing; it offers an opportunity for the activity to inpress
patrons with its attention to details. Perhaps the nost inportant
outgrowm h of good nerchandi si ng, however, is that not only do patrons
benefit from nanagenent’s comritnent to provide special touches, but the
activity also benefits fromincreased patron participation
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CHAPTER 8: MARKETI NG PLAN

Planning is essential to the success of any business. The narketing

pl anni ng process attenpts to organi ze thinking about the future, what nust
be acconplished, and when it nust be done. Since nbst nanagenent problens
happen on a day-to-day basis, nobst managers focus only on the present.
Long-range planning to these nmanagers i s next week.

An effective planning process is to your best advantage. A nmarketing plan wll
provide you with a blueprint for making inportant business decisions. The
process requires a thorough eval uati on of your activity, and upon conpletion you
wi || have outlined your business’s specific goals, strategies, prograns, and
budget. This will provide a rational, |ogical sense of direction for your
activity and detail your strategy for success. Anong the benefits to be
realized are:

A sense of direction that is rational and | ogical
e Coordinated effort and maxi nm zed use of resources
e I ndexes to neasure and eval uate how t he organi zation is doing.

e Inproved public relations allowi ng better interpretation of the
organi zation’s goals and achi evenents.

e I ncreased enpl oyee invol venent.

e« Inproved staff capabilities to nanage and assess overall program
operations.

e Increased foresight in terns of nmeeting future comunity needs and
operation requirenents, thereby reducing crisis managenent.

Al t hough the Food and Hospitality Director and the activity |evel nanager
can tell you what they would like to do, often nothing is witten -- no
obj ectives, no tasking, no mlestone dates. As a result, nmany activities
are at a level of stagnation, with no visible i nprovenents patrons can
relate to, no |l essons |earned for inprovenent, and in sone instances, nho
new equi pnent for inproving the activities.
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Pl anning - Way Don't We Use It?

Sorre of the npbst common statenents from managers who do not prepare
written plans are:

e Busi ness techni ques cannot be used in nonprofit organi zations.

e« Day-to-day crises need attention, leaving little tinme for
pl anni ng.

« Efforts that require thinking about the future are difficult and
uncertain.

« Managers have never been trained in the planning process.
What is planning?

Pl anning is both strategic and operational. This guide focuses on
strategic planning which is primarily concerned with | ong-range issues,
such as the m x of products within a product portfolio. A mx of products
in different stages of the life cycle is also an aspect of strategic

pl anning. Diversifying a nenu would be an exanple of this. "Fad" itens
wi Il generate substantial profits, but have a limted |ife cycle conpared
to nore stable itens. An exanple would be a popul ar appetizer item as
conpared to the ever-popul ar cheeseburger. The marketing planni ng process
requires you to consider the wants and needs of your custoners, or that
the process be market driven. |In researching and devel opi ng your plan
your experience and custoners will be invaluable resources. O her
suggest ed personnel to consult include your

« MAR Mar keting Personne

I nstall ati on Commander

e« Installation Sergeant Mjor
« Base Master Pl anner

e« O her Food and Hospitality Activity Managers
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Princi pl es of Pl anning

The followi ng are inportant principles to consider when devel oping a
mar keti ng pl an.

« The process of planning should be done by outlining your steps
bef ore begi nning the process.

* Rel evant planning involves fact finding and anal ysis.

e Planning is a continuous process and the primary responsibility of
managenent .

e« Planning is nmore than a staff process and requires obtaining input
fromyour customers and other food and hospitality nmanagers, and
taking into account your conpetition and experience.

e Groups and/or individuals who are directly affected by planning
deci si ons shoul d have the opportunity to influence these decisions at
appropriate points during the planning process.

e Persons accountable for inplenmenting plans should be involved in
t he pl anni ng.

* Rel ated tasks should be grouped to deternine if they will support
a comon obj ective.

e Tasks shoul d be clear and accurate.
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What |s A Marketing Pl an?

To devel op a marketing plan, you nust:

1

Exam ne your current narketing situation.

PaooTp

Identify trends and exam ne your |ocal environnent.

Exam ne potential opportunities and threats to your program
Det erm ne the strengths and weaknesses of your program

Ask yourself: "Wat business am| in?"

Identify who your patrons are and what they need.

Set objectives and goals for your nmarketing plan

Det erm ne the best narketing strategy.

a.
b.
c.

Det erm ne target narkets.
Devel op the best nmarketing mx
Conpl ete a conpetitive anal ysis.

Devel op a plan of action

Det erm ne a budget and set controls.

Devel op an Executive Sunmary.
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STEP 1: EXAM NE YOUR CURRENT MARKETI NG S| TUATI ON
a. ldentify trends and exam ne your |ocal environnent.

A marketing plan nust include an analysis of your |ocal environnent,

i ndustry trends, economc indicators, and political and social changes
rel evant to your products or services. Your programis affected by these
factors, and you nust be know edgeabl e to ensure your program changes as
requi red by the changi ng environnent in which you operate.

Your | ocal environnent consists of your specific activity’'s
conmponents plus other on-base elenents, such as the Marine Corps
Exchange, Base Security, and the different ranks of Marines. Your
activity' s conponents consist of:

e Personnel (yourself, supervisors, staff, maintenance, etc.)

e Facilities (dining roons, sleeping roons, cafeterias, cocktai
| ounges, entertai nment roomns, kitchens, etc.)

e Supplies and equi prent (tables, chairs, food preparation

equi pnent, etc.)

e« Oher food service facilities, both on and off base (i.e.
McDonal ds, Holiday I nn, conveni ence stores)

I ndustry trends must be cl osely observed. For instance, an increase
in health and fitness awareness causes an increased dermand for diet
or health foods and beverages. Such a trend nay lead to: snaller
entree portions; less fried foods, nore broiled and steaned; |ess
fatty neats and desserts and nore vegetables and fruits; less white
bread and nore whol e-grain breads; |ess heavy, "gravy-type" foods and
greater demand for foods lower in saturated fats and chol esterol; or
nor e sal ads, soups, and appeti zers.

To interpret trends, conpare |eading econom c indicators, such as
unenpl oynment, inflation, federal budget cuts, and an increase in
unenpl oynment. \Wat do the relationshi ps between these indicators

mean to you? 1In general, if |eading econonic indicators are
positive, such as an increase in enploynent, the market potential for
nost goods or services will increase. For exanple, there nmay be

greater demand for the nore
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expensive itens on your nenu. Conversely, demand for the nore
econoni cal choices may i ncrease as econonic conditions worsen

Al'l econom c indicators should be viewed solely as one piece of
evidence in determning the strategies to be incorporated into your
mar keting plan. Use these indicators to assist you in your planning.
Unf oreseen political, social, and econom ¢ events nmay cause the
econonmic indicator to becone invalid in a short period of time. For
this reason indicators should not be used as "absolutes.”

Political and social changes will also affect your current marketing
strategy. Primary sources for political and social changes are the
newspaper (local, regional, and national), television, and radio.
This is particularly evident in third world countries where
revolutions, riots, and other social-political disturbances often
threaten marketing activities. 1In the United States at the nationa
l evel, political actions such as deregul ati on, increased taxes,

and the elimnation of trade barriers can have profound effects on
mar keting activities. Sonetines a change in the political party in
control can affect marketing plans. At the state level, politica
factors such as the acceptance or rejection of bond issues and urban
renovati on, can have positive or negative narketing inplications.

Soci al changes, such as trends toward conservative or liberal life
styles, have both i mediate and | ong-term marketing inplications.
Changes in nobility, marriage and di vorce, working wonen, and many
ot her societal factors may be considered in the preparation of a
mar keti ng plan. Since each marketing plan nust be custom nmade, only
those factors which have direct influence on your products should be
i ncl uded.

When identifying trends, concentrate on those which affect your specific
food and hospitality activity. You nust observe the factors over a period
of tine to determine if it is in fact a trend and not just a fad. Al so,
conpare the rel ati onship between | eading indicators, such as unenpl oynent
and inflation, and determ ne what the relationship neans to your activity.
Use the newspaper, both local and national, television, and radio as
primary sources of information. Your success will depend on how current
and updated you are on what is occurring w thin your geographical area.
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EXAMPLES

The foll owi ng are exanples of the types of trends which could affect your
busi ness.

Local Installation Environnment

e Command enphasis on reasonably priced entertai nnment for young,
enlisted Marines.

« M ssion changes because of depl oynments.
e Cenerally old, run-down appearance of facilities.
« Skilled personnel near the installation

e Large pool of possible clientele, such as young adults (20" s-30's)
with children.

Local Area Trends

e "Happy Hour" speci al s.

e Free hors d’ oeuvres during select tines.

« Diversified ethnic foods, such as Mexican or Vietnamese entrees.
e Carry-out or delivery service.

e Mlitary discounts frequently offered off base.

Economi ¢ I ndicators
e I ncrease in unenpl oynment.
e Inflation rate.
e Budget cuts.

I ndustry Trends

e« Ofering of "light" foods.
« More and greater variety food bars.
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e« Ofering of ethnic food itens.
e Frequent stay prograns.
 \WWeekend getaway packages of fered.

Mar i ne- Cor ps Trends

e Decrease in al cohol consunption.

e Increase in variety and demand for appeti zers.

e Increased interest in casual dining with a thenme such as Mexi can,
Italian, etc.

e Greater demand for seafood and poul try.

Political and Social Changes

e Deregul ation.

e Tax increases.

e Mbility.

e Mrriage rates.

e Average fanmly size.
e Aging society.
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WORKSHEET

Anal yze and specify trends rel evant to your products or services. Briefly
descri be the probable effects during the next year of these trends on

(a) Your narket.
(b) Your narketing strategy.

Exanpl es
. Econom ¢ Factor: Decreased unenpl oynent

(a) Probable effect on nmarket: As a |ow paying enployer we nmay have an
easier tinme attracting qualified personnel

(b) Probable effect on marketing strategy: Increased advertising budget
to attract qualified persons interested in working for the avail able
i ncome.

. Political Change: Deregul ation

(a) Probable effect on our nmarket: Deregulation may increase the nunber
of conpetitors in the short-run, with possible price reductions.

(b) Possible effect on our nmarketing strategies: W may have to | ower
prices for sone or all of our products and increase our advertising budget
to attract new market segnents.

. Soci al Change: More working w ves

(a) Probable effect on our market: More lunch-eaters; increased need for
rel axi ng weekend get aways.

(b) Probable effect on our marketing strategies: Ofer nore "light |unch”

items on the nenu; offer romantic weekend at reduced rate during down
peri ods.
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Local environnment e

(a) Probabl e effect

enment :

on

mar ket :

(b) Probabl e effect

on

mar ket i ng strategy:

I ndustry trend:

(a) Probabl e effect

on

mar ket :

(b) Probabl e effect

on

mar ket i ng strategy:

Econom ¢ indicator:

(a) Probabl e effect

on

mar ket :
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(b) Probabl e effect

on

mar ket i ng strategy:

Political change:

(a) Probabl e effect

on

mar ket :

(b) Probabl e effect

on

mar ket i ng strategy:

Soci al change:

(a) Probabl e effect

on

mar ket :

(b) Probabl e effect

on

mar ket i ng strategy:
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STEP 1: EXAM NE YOUR CURRENT MARKETI NG S| TUATI ON (cont.)
b. Exam ne potential opportunities and threats to your program

As you exam ne your current marketing situation, you nmust exam ne
potential opportunities and threats to your program Qpportunities are
areas where you enjoy a conpetitive advantage over your conpetition due to
the local environment factors previously listed. Threats are situations
that m ght have an unfavorable effect on your programif no marketing
action is taken. Sonetines, threats can becone opportunities by diverting
resources to another programthat better neets the needs of your patrons.

Exam ne the opportunities and threats to your program and deci de what to
do to enhance your opportunities and mnimze your threats. This wll
hel p you devel op your marketing goals and objectives. Exanples of
opportunities and threats follow as do characteristics of successful food
and hospitality activities.

EXAMPLES
Qpportunities

e Location is convenient for patrons.

e Cui sine and nmenu based on healthful foods and overall "wellness."

« A menu enphasi zi ng seafood, naturally prepared foods, and fresh
produce (for an installation |ocated in an area that has these itens
in ready supply).

* A Chinese or other food menu for lunch service as an alternative to
the "fast food" readily avail abl e.

Threats

e Budget pressures, cut-backs, and reduced appropriated funding
support of prograns.

e Local mlitary mssion changes may result in a decreased patron
base.

e I ncreasing focus on al cohol abuse prograns and drunken driving nay
further reduce bar business and erode high nargin sales.

8-12

Food and Hospitality Marketing Guide



« Fast food restaurant com ng on base nay erode sal es, especially
| unch sal es.
e Conveni ence store com ng on base may cause a decline in food sal es.

Before identifying your activities’s opportunities and threats, consider
the foll ow ng general concepts for each market segment.

Characteristics of a Successful Enlisted C ub

e Good, convenient |ocation near single Marine housing (wWithin

wal ki ng di stance).

e Good entertainment programwith a DJ and dance fl oor

« Attractive, clean decor and adequate size (i.e., one seat for each
7.3 persons living on base).

e Good drinks, service, and snack food.

e« Conmpetitive prices to off-base bars.

* Opposite gender patronizes the club.

« Marines and civilians under 21 years of age can use the club, but
can not be served al coholic beverages.

 Good size and fully equi pped game room

* Adequat e operating hours.

Characteristics of a Successful SNCO d ub

« Attracts Departnment of Defense civilians with | ocation near
wor k/ of fice areas of all eligible patrons for |unch business.
e« Location on main roadway near nain gate.

« Active group of eligible retirees.

e Location near recreation/fitness facilities or sanme included in
cl ub.

e Good product/service mx of food and beverages at prices
conpetitive to off-base facilities.

*« Good entertai nment program

e« Good size and fully equi pped game room

* Adequat e parKki ng.

* Adequat e operating hours.

e Good bi ngo program
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« Attractive, clean decor and adequate si ze.
e« Good catering/sal es program and adequat e banquet space
e« Dining roomsuitable for famly usage.

Characteristics of a Successful Oficers’ Cub

e« Mpjority of junior officers |iving on base.

« Attracts Departnment of Defense civilians with | ocation near

wor k/ of fice areas of all eligible patrons for |unch business.

« Alarge active group of eligible retirees with base security passes
al | owi ng eveni ng access.

e Location on main roadway near nmain gate for ease of off-base
access.

e Location near recreation/fitness facilities or sanme included in
cl ub.

e Good product/service mx of food and beverage.

e Prices conpetitive to off-base restaurants.

« Good entertai nment programfor all groups.

« Commandi ng of ficer setting an exanple of club usage and nenbership.
 Good size and fully equi pped game room

e Al coholic (deglanorization) policy not overly restrictive.

e Good nenbership dues program

* Adequat e parKki ng.

« Full range of operating hours.

« Attractive decor and adequate size.

e Good catering sales program and adequat e banquet space

« Dining roomsuitable for famly usage.

Characteristics of a Successful Fast Service/ Snack Bar

e Located near nmjor activity.

« Attractive decor and adequate size.

e Good product/service mx of food and beverage at conpetitive
pri ces.

e Operating hours which conplinent the major activities nearby.
e Fast service and/or possible delivery.

e Located near on-base housing.

e Suitable for fam |y usage.
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Characteristics of a Successful Tenporary Lodge Facility

« Hi gh occupancy factor

e Cean, confortable and well appointed roons
e Adequat e operating hours

e Good customer feedback system
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WORKSHEET
Li st Your Business Qpportunities and Threats

Qpportunities

Threats

8- 16

Food and Hospitality Marketing Guide

5B



STEP 1: EXAM NE YOUR CURRENT MARKETI NG S| TUATI ON (cont.)
C. Determ ne the strengths and weaknesses of your program
There are two types of strengths and weaknesses -- "known" and "unknown".

Strengt hs and weaknesses as seen by your patrons are known strengths and
weaknesses. Patron surveys and "word-of -nmouth" are good sources to

di scover your known strengths and weaknesses. You will obtain informtion
on customrer satisfaction such as how your custoners view the quality of
your facility, equipmrment, personnel, and whether their needs are being
met. Suggestion boxes, coments, and surveys will identify your patrons
views on your operation’s strengths and weaknesses.

Your patrons may not be aware of sone additional strengths and weaknesses
in your program Your famliarity with your day-to-day suppliers and
equi pnent, personnel capabilities or problens, or other factors that can
i nfluence your program are exanples of unknown strengths and weaknesses.
I nformati on gai ned fromyourself and your personnel is useful in

determ ning the unknown strengths and weaknesses of your operation

EXAMPLES
Known strengths

« Marine Corps costs and prices are |ower than private conpetition

« The installation has a substantial |ocation advantage for patrons
living on the base and for those working on the base during day tine
hours.

e The quality of food at the clubs on base, its preparation and

cooki ng, get consistently high marks from patrons.

e Hours of operation that suit the patrons’ needs.
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Known weaknesses

« The clubs on base have a poor reputation anong patrons for
at nrosphere, especially for famly dining.

e Parking is inadequate on weekends.

* Restroom plunmbing in serious need of repair.

e The cleanliness of the facility is |acking.

« A reputation for poor service.

Unknown strengths

e On base profits of clubs and snackbars are high, although the
margin is very thin

« Mechani sms have been established (conment cards and patron surveys)
for patron evaluation and feedback on a daily basis.

« The base has strong comrand support for funding requests to inprove
the food and hospitality activities.

Unknown weaknesses

* Pronotional efforts are limted and inconsistent.
« Staff norale is |ow, and enpl oyee turnover is high
* Reduced price pronotions cannot be used freely because of the need
to nmeet profit goals nore fromfood sales and | ess from al cohol sal es.
* You do not receive strong nmanagenent and comrand support for

i nnovative new projects you wi sh to inplenent.
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WORKSHEET
Li st Your Known and Unknown Strengths and Weaknesses

Known strengths

Known weaknesses

Unknown strengths
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Unknown strengths

STEP 1: EXAM NE YOUR CURRENT MARKETI NG SI TUATI ON (cont.)
d. Ask yourself: "Wat business am| in?"

You have | ooked at trends, your |ocal environnent, opportunities and
threats, and strengths and weaknesses. Now you need to ask, "Wat is our
reason for existing?" You need a clear statenent of purpose so everyone
i nvolved in delivering your program can focus their efforts on that
purpose. A statenment of purpose will help both managenent and staff
conduct their programmng efforts in a common direction

A statenment of business purpose identifies what you do in the broadest
terms. It also helps you to identify with those whomyou are serving --
your patrons. As these exanpl es show, your business purpose should focus
on what benefits your prograns offer to patrons and how your programis
distinctly different from other establishnents.

EXAMPLES

« Providing social and recreational facilities, food service, and
refreshnments to commi ssioned officers and their fanilies.

« Providing a convenient place for the Master Sergeant to escape the
pressures of work and to socialize in a rel axed atnosphere.
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e Provi di ng conpl ete banquet and catering services including event

pl anni ng, menu pl anning, food preparation, food and beverage set-up
and service, table settings and glassware, facilities and facility
decorating, and after event clean-up.

e Providing the enlisted Marine Corps nenber with quality food and
contenporary entertainnent with an enphasis on service.

e Provi ding convenient fast food to MAR patrons.

e Providing a fam |y oriented atnosphere, catering to patrons with
chi l dren.

e Provi ding af fordabl e | odgi ng on nmi nside, plus nountain chalets for
recreational retreats.
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WORKSHEET

Define Your Business Purpose Bel ow

Busi ness Pur pose
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STEP 1: EXAM NE YOUR CURRENT MARKETI NG S| TUATI ON (cont.)
e. ldentify who your patrons are and what they need and want.

Identify your patrons in basic ternms of gender, rank, and narital status.
You should also identify, as closely as possiblel comopn interests or
characteristics of your patron population. For exanple, determ ne your
patrons famly size and how they spend their leisure tine. Fromthese
characteristics of patron participation you can devel op your prograns.

The best way to identify your patrons’ needs and desires is through

mar keti ng research, which is discussed in detail beginning on page six of
this NAVMC. Research results can provide a major stepping stone for
nmeeti ng mar ket needs. As market needs and wants constantly change with
mar ket conditions, so nmust your surveys. In times of recession and
inflation, for instance, val ue beconmes increasingly inportant. Lower
prices (consistent with profit objectives) and | ess expensive prograrns,
beconme nore inportant. As expendabl e incone increases, nore services,
better quality food, and top quality progranms nay be stressed. Marketing
research serves a purpose to food and hospitality activities by forging a
formal bond between patron needs and activity offerings. The nore often
the two coincide, the nore successful the activity is in the eyes of both
parties. Before identifying your patron profile, consider the follow ng
general concepts for each narket segnent.

Enl i sted

. El- E3
e mostly single
e wants to neet opposite sex
«wants lively, current entertai nment
« enj oys al coholic beverages (though may be under 21)
« wants informal, non-mlitary atnosphere
e eats fast food
« many Privately Oaned Vehicles (POV s)
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. E4- E5

many are narried
enj oys programthat appeals to spouse
many |ive off base

e limted disposable income due to famly size

SNCGs

desires famly dining

. E6- E9

ol der, career oriented Marine Corps per
close knit, alnobst fraternal group
club use builds esprit de corps

desires famly dining

party/ banquet usage inportant

many |ive off base

reduced MAR activity evening use after

Oficers

. 01-03

many are single

wants to meet opposite sex

good surplus income for singles

many POV s

wants informal, non-mlitary atnosphere
married officers desire famly dining

. 04-010

many are narried

activity must appeal to spouse

nmostly use club for lunch

of ficial functions inportant

like nore fornal atnosphere

like nore reserved entertai nnent
famly life reduces disposable incone
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WORKSHEET

Identify your patrons, their conmon interests, and using recent narket
research data, their primary needs and wants.

Exanpl es

Patron Profile

e Over 80 percent are male. On the average, they are 25 years ol d.
About 50 percent are married and about 30 percent have chil dren

« Half |ive off base. Seventy percent have been at the installation
for less than a year.

Patron characteristics

e About 30 percent of active duty patrons went to full service
restaurants | ast year. About 20 percent visited the base restaurant.

« Last year, 48 percent of patrons went to clubs and places offering
danci ng. Next year, 44 percent of patrons are expected to frequent
these activities.

e Last year, 28 percent of custoners participated in "Happy Hour."
Next year, 24 percent are expected to enjoy "Happy Hours."
Pat ron needs and wants

« Oficers nost often use the club for Happy Hour and weekday | unch

« Most believe the ideal club would be structured as a separate rank
facility, serving food and beverage, and offering entertai nment.

e The ideal dining style, according to the majority surveyed, would

be famly style. E5s and below prefer a casual thenme for the base
restaurant.
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Patron Profil e:

Patron characteristics:

Patron needs and wants:
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STEP 2: SET OBJECTI VES AND GOALS FOR YOUR MARKETI NG PLAN

You are now ready to define marketing goals and objectives for your
program Marketing goals (strategies) identify what you are going to do
in broad ternms. Marketing objectives are specific nmeans to achi eve your
goals. They state what will be done, when it will be done, and how t he
result will be neasured. When witing your goals and objectives, consider
the preceding steps you have just conpleted. You have:

a) ldentified trends affecting your operation and exam ned the | oca
envi ronment influencing your activity.

b) Exam ned potential opportunities and threats to your program

c) Determ ned strengths and weaknesses of your program (both known
and unknown) .

d) Specified your business purpose so you can focus your efforts.

e) ldentified your patrons and their needs.
As you establish your marketing goals and objectives, address these itens.
Your goal s and objectives should stress strengths and m ni m ze weaknesses,
refl ect your business purpose, and satisfy your patrons’ current and
potential needs.

EXAMPLES

Coal : Establish a healthy cuisine programwith existing facilities,
equi pnent and staff to nmeet the needs of MAR patrons.

bj ect i ves:

* Establish cuisine and menu by January 31 at a cost not to exceed $200.
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e lnitiate pronotional canpai gn by Septenber 20 using a mx of al
avai l abl e print and audi o-vi sual nedi a.

e Consi der discount pricing (two for one) or pronotional "give-
aways" to increase nunbers of patrons by 10 percent within six
mont hs of programinitiation.

CGoal: Inprove the image of the activity in order to increase famly
pat r onage.

bj ect i ves:

e Train staff by October 10 how to handl e rowdy or disruptive
patrons.

e Institute changes in nmenu based on patron surveys by Cctober 30.

e Pronote new "fam |y" program using indoctrination sessions,
t hrough base newsletters, direct mail, wives club, and word- of -

nout h.
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WORKSHEET
Li st your goal s and objectives.

Coal

bj ect i ves:

Coal

bj ect i ves:

Goal

bj ect i ves:
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STEP 3: DETERM NE THE BEST MARKETI NG STRATEGY

Marketing strategy is the fundanental marketing |ogic by which the
business unit intends to achieve its marketing objectives. Marketing
strategy consists of a coordinated set of decisions on (a) target markets,
(b) marketing mx, and (c) marketing expenditure level. Marketing
strategy is the "ganme plan" by which you hope to "win." The three
components of a marketing strategy are target narkets, the best marketing
m x, and conpetitive anal ysis.

a. Determ ne your target market.

A sound nmarketing strategy calls for giving different degrees of enphasis
to the various market segnents making up the popul ation. These segments
differ in their preferences, responses to nmarketing effort, and
profitability. They differ in the degree to which an activity is able to
produce satisfaction. Instead of going after all the nmarket segments with
equal fervor, you are smart to allocate your effort and energy to those
mar ket segments you can serve best; these segnents are your target narket.

Your popul ation is defined as all active duty and retired mlitary,
reservists, their famly nenbers, and other eligible patrons, such as
civilians who work on base. Your target market will depend on your type
of activity. |[If you are the Junior Enlisted O ub Manager, obviously your
primary target narket is the E1l - E5 market segment. You can devel op your
target market definition further, however, by considering what other
popul ati on segments you serve. Wio else frequently uses your facility?
Do civilians for lunch, wi ves clubs for afternoon neetings, junior
officer’s for "wetting downs"? Whose needs can you best neet?
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Descri be your target market.
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STEP 3: DETERM NE THE BEST MARKETI NG STRATEGY (cont.)
b. Devel op the best narketing m x

The services and progranms your activity offers are anong the many offered
at your installation. Some services and progranms seemto go on forever;
sone last for just a short tinme. Some start strongly and then fade

qui ckly; sonme start weakly and seemto get stronger with age. Wat are
the factors that cause these differences? Can you predict, in advance,
how your programw || behave? 1Is there a "life cycle" for prograns?

The answer is yes, although there is no single |ife cycle for each and
every program and not all programs go through every stage of the life
cycle in the sane way. Fromthe initiation of a new programidea to the
conmpl etion of the program however, there are various steps. The program
life cycle consists of four stages.

Stage | - Introduction: This is when a programidea is first
considered for inplenentation. At this time, there should be
extensive pronotion of the activity to ensure initial participation
During this period a progranis quality and patron satisfaction are
top priority. Although the techniques shown bel ow are consi dered
essential throughout a programis life cycle, they are especially

i nportant during the introduction stage.

(1) Establish a conpetitive advantage

(2) Position the programclearly. Enphasize rewards and
end user benefits, such as enjoynent and rel axation

(3) Use the new program concept nane repetitively for
rei nforcenent via copy, thene, story line, l|ogos, jingles,
etc.

(4) Project a distinctive, individualistic personality and
i mage.

(5) Keep the nessage sinple.

(6) Cenerate consuner identification -- target market.
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Stage Il - Take Of: At this point nobst usage will conme via word-of -
mouth. It is extrenely inportant that the quality, service, and

val ue of the programbe at its highest. Future gromh stens directly
fromthis period.

Stage Il - Mature Stage: At this point, the activity has its

hi ghest number of participants, but may not continue to grow.
Questions that need to be asked of managenent, staff, and consuners
are:

e|ls there a new way to offer the services? |Is there a new way to
use it as is? Are there other uses if nodified?

e« Can it be adapted? What else is like this? What other ideas does
this suggest? What could we copy?

e« Can it be nodified? Gven a new twi st? Changed in col or
meani ng, notion, sound, odor, form and shape? Are other changes
possi bl e?

e« Can it be magnified? Wiat should be added? More tine? Geater
frequency? Stronger? Higher? Longer? Shorter? Lighter? Omt
sonething? Streamine? Split up?

« What can we substitute? Oher ingredients? Oher processes?

« Rearrange? |Interchange conponents? Qher patterns? O her
| ayout? Transpose cause and effect? Change the pace? Change the
schedul e?

* Reverse it? Transpose positive and negative? Turn it backwards?
Upsi de down? Reverse rol es?

e Combine it? How about a blend? An assortnent? An ensenble?
Pur poses?

Stage IV - Decline: This is the stage where it is inportant to

deci de whether to continue the program |f patrons aren’t
participating and a nunber of pronotions have been tried, it may be
in the best interest of the command to stop the program Wy waste
val uabl e resources, such as noney, tine, and personnel for a program
that serves so few
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As you anal yze your prograns’ life cycle, asking these questions may hel p
pl ace your prograns in their proper stage of the life cycle, and choose
the appropriate overall approach to marketing those prograns.

I's your programold and established or new and unknown? |f you offer an
established program you are faced with a "positioning" challenge. You
must position your programin a way that distinguishes it from your
conpetition. A new programhas its own natural position.

I's your programa |long or short-lived progran? An exanple of a long-term
program woul d be Sunday brunch because it has "staying power"” and will go
on indefinitely. "Cajun" cooking is an exanple of a short-Ilived program
which is not expected to go on indefinitely.

I's your program staying current? |f your program areas and progranm ng
techni ques or technol ogy are changi ng, and you are not, you can count on
| osi ng sone of your share of the nmarket.

Who i s your conpetition? Do you have one conpetitor or many? Wat is

the likelihood of your having nore conpetition in the future? Are you
doi ng sonmething to protect your position? |s everybody getting into the
act? If so, your programmay be nmaturing and your share of the nmarket will
decr ease.

Is the market or target population growing or declining? In the food and
hospitality businesses at |arge, the market has been grow ng.

How is the Marine Corps installation you are serving doing? |If your
installation is |losing or gaining operational units or tenant
commands/activities, you will see a correspondi ng decrease or increase in
partici pation.
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Determ ne the appropriate life cycle stage for each of your
progranms, and what you need to change to have the best progranmm ng m x.

Program Stage, and Strategy

Program Stage, and Strategy

Program Stage, and Strategy

Program Stage, and Strategy
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STEP 3: DETERM NE THE BEST MARKETI NG STRATEGY (cont.)
C. Conplete conmpetitive analysis

A know edge of conpetitors is critical in designing effective nmarketing
strategies. It is inportant to understand what the conpetition is doing
even if you believe they are wong. This does not inply that spy-like
activities are needed, nor that a disproportionate anmount of tinme should
be spent investigating or worrying about the conpetitor

The bul k of information needed about your conpetitors is normally
available if you keep your business eyes and ears open and train nenbers
of your staff to do |ikewi se. Several common sources of information about
conmpetitors follow

* Newspaper Articles

e Conmpany Literature. Available through sales information, franchise
i nformati on, advertisenents, public information rel eases, and ot her
company publications.

e I ndividuals. Salespeople who call on conpetitors. |ndividuals who
have recently left the enploynent of a conpetitor. Individuals you
are interviewi ng who have experience in the field.

e (bservation. By occasionally visiting your conpetitors
facilities, by acting as a prospective customer and by purchasing the
products of your conpetitor (this can be fun.)

e The Conpetitor. Talk to your conpetitors. People like to talk
about thensel ves and what their business is doing even though they
know they are talking with a conpetitor

e O her Enployees.

e Friends and Relatives. W rd-of-mouth is the best nethod. Talk to

peopl e who have been in contact with your conpetitors and will share
i nformation
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with you about their experiences. This usually consists of conplaints or
conpl i ments about your conpetitor’s product/service

Ternms to Hel p You Anal yze and Use Conpetitive Infornmation

Trends. A tenporary price decrease by a conpetitor may nean little. A
trend of consistently lowering prices could be very neaningful. For
instance, it could indicate the operation is systematically |owering
prices to gain nmarket share and achi eve greater chunks of the market.
Consistently: lower prices could also nean the conpany is in deep trouble.
Look for trends and seriously question what they mnean.

Vari ances. Variances fromnormal procedures often indicate a troubled
conmpetitor. They may al so be signs of test markets or new strategies.

Consi stency. Consistency in marketing strategies is normally verified
by trends that are long-run in nature and relatively free of deviations.

Shakeups in Managenent. Maj or shakeups in managenent are comonly
foll owed by changes in policies and strategies. Watch for |arge-scale
shakeups i n nanagenent and anti ci pate change.

Fi nanci al Changes. A decline in earnings and poor financial ratios often
precede changes in marketing strategies. Changes are nost |ikely when
negative or undesirable financial results have occurred.

Sudden and New Success. The "new kid on the block™ is often the nost
dangerous. It is often tenpting to dism ss a new conpetitor as a "fl ash
in the pan" and overl ook the fact that the custoner is buying nore from
this new conmpetitor than fromyou. You should logically and objectively
exam ne your new conpetition and then decide how to counteract it.
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Identify your conpetition, and their strengths and weaknesses.

Conpetitor:

St rengt hs:

Weaknesses:

Conpetitor:

St rengt hs:

Weaknesses:
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Now t hat you have identified your target market and best marketing m x
(based on your prograns’ life cycle stages), and conpleted a conpetitive
anal ysis, you are ready to devel op your marketing strategy. Taking into
consideration this information, describe your strategy to inprove.

. Cui sine and nenu should be diversified to stinulate new interest
anong exi sting patrons and to capture new patrons. Assure the existing
patron base that the traditional nmenu will not be discarded, but rather
new alternatives will be offered. Pronote awareness and acceptance of the
programto all patrons.

. Drop live entertai nnent prograns except for nmjor entertainnent
events. Go to video/"super audio" type systens for routine entertai nnent
nights. Use a DJ where appropriate. Contain costs, but continue to offer
entertai nnent on base with a goal of "breaking even.™

. Because of | oss of narket share and hi gh demand from ny target

mar ket, offer a Mexican food nmenu. Use "two-fers" as a price pronotion to
gai n awareness and acceptance for the new nenu. Price conbination plates
as an attractive alternative to the a-la-carte nmenu sel ection

Mar keti ng Strategy:
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Mar keti ng Strategy:

Mar keti ng Strategy:

Mar keti ng Strategy:

Mar keti ng Strategy:
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Mar keti ng Strategy:
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STEP 4: DEVELOP A PLAN OF ACTI ON

In the mlitary, a plan of action (POA) is acconplished by using a mx of
personnel, material, weapons, and their placenent. |In marketing terns, a
POA i s acconplished by using a mx of program price, pronotion, and
servi ce delivery.

Your POA shoul d be centered around a program which allows your patrons the
opportunity to satisfy their needs and wants. Your program can be a
service, activity, facility, place, or idea.

Thi nk of your programthe way your patrons do. The physical elenents of
your program shoul d be considered. These elenents include the setting,
quality and condition of your facilities, grounds, equipnent, food, and
entertainnent. Do your patrons not participate in sone progranms because
they do not |ike the atnosphere? Your nanagenent and staff are al so part
of your program \What do your patrons think of then? Does managenent and
staff regularly talk to your patrons face-to-face? Are promises to
patrons al ways kept, even if it neans overtine?

You shoul d consider variations in your programformat. Sone exanple
variations woul d be: open dining, special events, special interest group
functions, different types of services and nenus. There nmay be new or
different ways in which you can ni x program partici pants, physica
settings, relationships, and interactions anong participants, to hold the
interest of current patrons or attract new patrons.

To devel op a POA, you nust first define the programyou intend to offer

It may be a new program based on custoner demand, or a revision to a
current program Next deternine a tineline, the required budget, price to
charge patrons, and how it will be pronoted.

The price you establish for your program depends on a nunber of factors:
« What your patrons are willing to pay for the benefits they receive

(how many will you attract or turn away at any given price for the
| evel of benefits you provide to your patrons?)
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« What your overall pricing philosophy is (do you have a
policy of free dessert or non-al coholic beverage for
desi gnated drivers?)

* Your financial performance and profit goals (do you want
to make noney or break even?)

Patrons at different pay grades may have different anmounts of disposable

i ncome to spend on your prograns. As the perceived value of your programnms
i ncrease so can price, to an extent, wi thout |oss of patrons. Revenues
per patron nmay increase as price increases, but at sonme level of price, no
patron may choose to participate. This is an exanple of the denmand for
your progranms and services not being infinitely elastic to price.

An additional pricing idea is using discount pricing or "give-aways" --
price pronotions -- to introduce your program Discounts nmay cut
revenues, but will stinmulate demand and create awareness of your program
Choose a pricing approach to best suit your needs.

Managers shoul d use a conbination of historical participation trends and
educat ed estimates when considering the potential success of various
mar keti ng pronotions. The two key consi derations are:

e the price charged for an event, and
e the estimation of attendance figures.

The price charged for an event or pronotion should follow the sane
guidelines as for all other activity pricing (cost, profit, conpetition
mar ket flexibility, popularity) and should also contain a contingency for
cost increases. Attendance nay fluctuate as to the tinme of the year, the
weat her, and the base occupancy. This too nust be taken into account in
all estimations.

Promotional efforts are nost effective when a mix of tools is used. You
have already determ ned the target audi ence for your program and your
mar ket position for each of these groups. You need to select the best
pronotional tools to reach these audi ences.
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You may have several prograns or activities which are part of your

mar keting plan For exanple, if you are the nanager of a C ub, you nay
have plans for bingo, Sunday brunch, Wdnesday night DJ, etc. |If this is
your situation, you will want to take a final |ook at the nmarketing
strategi es you devel oped for each of your separate prograns. Make sure
that your marketing POA reflects the proper mx of program price, and
pronotion el enents.
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WORKSHEET

Define your Plan of Action

Exanpl e

Program "Belly Up To The (Food) Bar"

Definition: This programw |l enphasize food items and | ow or non-

al cohol i ¢ beverages to stinulate "happy hour” business, and include a w de
variety of hot snacks and "finger foods"

POA: I nprove sound system and add projection television set-up; devel op
capability to make and serve a wide variety of non-al coholic drinks and
stock "cool ers", |ow al cohol beer and other simlar items. Train staff to

be know edgeabl e about new itens, the designated driver program and how
to handle politely "problent drinkers.

Tinmeline: Kick-off this Fall, 7 Septenber

Budget: $8,000 for the AV equi pnent, enployee training, advertising, and
new stock itens.

Patron Price: Low al cohol beer $1.50; specialty drinks $1.75 - $3.00; food
for free or $.50 per pound during Happy Hour

Pronotion: Develop a theme (nmaybe "Belly Up to the Bar.") Print

banners, posters, and tent cards for the tables and bar. Train staff in
personal selling, training themto offer additional itenms to patrons and
to help advertise by word-of-nmouth. Actively solicit external sales -- go
to civic and ot her organi zations on base to invite themto Happy Hour
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WORKSHEET

Define your Plan of Action.

Program

Definition:

POA:

Ti mel i ne:

Budget :

Patron Price:

Pronoti on:

Program

Definition:
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POA:

Ti mel i ne:

Budget :

Patron Price:

Pronoti on:

Program

Definition:

POA:
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Ti mel i ne:

Budget :

Patron Price:

Pronoti on:

Program

Definition:

POA:
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STEP 5: DETERM NE A BUDGET AND SET CONTRCOLS
Det erm ni ng Your Budget

Your goals, strategies, and plan of action will help you fornulate a
supporting budget staterment for your activity. The budget statenent is
essentially a projected profit and | oss statenent. On the revenue side,
it shows the forecast nunber of units that would be sold and the average
net profit. On the expense side, it shows the costs of production

physi cal distribution, and nmarketing, broken down into finer categories.
The difference, or projected profit, is shown. Managenent reviews your
budget, and once approved, the budget is the basis for materia
procurenent, production scheduling, nmanpower planning, and nmarketing
operations. You need to measure your progress toward achieving your

mar keti ng obj ectives. Progress should be neasured at several |evels along
t he way.

You will also have to nake a decision on the dollar level of marketing
expenditures. Even with an optinmal marketing mx, a conpany nay be
spending too much or too little on marketing. Conpanies typically
establish their marketing budget at sonme conventional percentage of the
sal es goal. Conpanies entering a new nmarket have to spend a fairly high
anount of marketing dollars in relation to anticipated sales in the hope
of building their market share. Conpanies know that the nore they spend
on marketing, the higher their sales will be. They need to know their
break- even poi nt where sales equal costs, leaving a zero profit margin

When fornul ati ng your marketing budget, give thought to the anticipated

i ncome and expenses of all marketing pronotions and events planned for the
year. Keep in mnd that narketing is a continuous process. Marketing

pl ans and pronotions include not only the events thensel ves, but also the
costs associated with ongoi ng narketing functions such as direct nail
research efforts, and other admi nistrative costs associated with such
activities.

Consider the followi ng as you devel op your narketing budget:
1. Al proposals for marketing program expenditures should be

required to show profit objectives before being included in the
overal | budget.
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2. Al proposals should contain supportive data on cost and revenue
forecasts. The forecasts indicate from where supportive data was
retrieved and where fluctuations can be anti ci pat ed.

3. The marketing budget should be reviewed on a quarterly basis so
that progress and/or revisions can be made. Food and hospitality
managers shoul d review their marketing budget at the conpletion of
each special pronotion so that there is i medi ate feedback on
forecasted versus actual figures.

4. Al budgeting should be flexible enough to allow for tactica
nmoves, if necessary. There may be tinmes when a particul ar marketing
pronotion could use an extra "injection" of advertising dollars to
pronote sal es. The budget should allow for this contingency.

Si nce managers are being asked to predict their marketing efforts over the
course of a year, sone review nust be built into the budget. For

i nstance, an entertainer may cancel an engagenent and unl ess an adj ust ment
is made, the anticipated profit will not be realized. This type of review
shoul d be pl anned quarterly.

Setting Controls

First, you need to know if you are acconplishing your objectives within
budget. At |east once a nonth you shoul d conpare your progress with your
proj ect ed objecti ves.

You shoul d nmoni tor your progress, concentrating on the exceptions to your
pl an. Consi der both good and bad exceptions for exanple, whether you are
behi nd schedul e, or under budget. The actions you take to deal with the
exceptions should be witten down.

After you neasure your results, the success of your efforts will need to
be determ ned. Some exanpl es of neasures of success are shown bel ow.
Revi ew t hese, and then devel op your own. Ask yourself, "How will | know
if I have acconplished nmy goal and how will | ensure that my nmarketing
efforts will enable ne to maintain the programat a successful [|evel?"
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Measures OF Success
* Nurmber of new faces gathering in your facility during the nonth.

e Patron satisfaction |evel fromsurvey of patrons, such as 85
percent of patrons rate programtlsatisfactory” or better.

e Cost recovery of 60 percent conpared with nmargin set in program
obj ective.

 Nurmber of patrons who enjoy special prograns such as Happy Hour or
Mexi can entrees on the nenu.
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WORKSHEET
Complete the following formto help you determ ne your budget.

| NCOVE AND EXPENSE BREAKDOWN
| ncome:

Sal es: (Price per person x anticipated attendance)

Addi tional Food Sal es: (I'f not included in cover charge)

Addi ti onal Beverage Sal es:

M scel | aneous | ncone: (Donations, bingo, etc.)

Total | ncone

Expenses:

Ent ert ai nnment :

Adverti sing/ Pronoti on:
Labor Costs:

Food Cost s:

Bever age Costs:

M scel | aneous:
1.

2.

3.

Tot al Expenses

Anticipated Profit: (Total income-Total Expenses)
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STEP 6: DEVELOP AN EXECUTI VE SUMVARY

Your marketing plan should open with a short sunmary of the nain goals and
recommendations to be presented in the plan. The Executive Summary

perm ts hi gher nanagenent to quickly grasp the main thrust of each plan
and then read further in search of the information that is nost critica

in evaluating the plan. To facilitate this, a table of contents should
foll ow the Executive Summary which is always the first printed sheet in
your docunent.
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Wor ksheet

Devel op an Executive Summary, focusing on the highlights of your marketing
pl an.
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We hope this NAVMC has provided you with insightful information to help

you mar ket your program and design an innovative marketing plan for your
food and hospitality activity.

If you have any questions or wish further information concerning the

suggestions or information contained in this NAVMC pl ease contact us at
(703) 640- 3800 or:

Moral e, Welfare and Recreation Support Activity
Attn: Marketing Branch or
Food and Hospitality Branch
3044 Catlin Avenue
Quantico, VA 22134-5099
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